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“A new competitive 

landscape has rapidly 

evolved. A destination’s 

competition is no longer 

primarily regional.  

It’s worldwide.”



RESEARCH OVERVIEW: THE STATE OF THE AMERICAN TRAVELER

• Online survey conducted bi-annually since 2006

• Survey invitation sent to a nationally 

representative sample of US adults

• Total sample of 2,000+ American leisure travelers

• Examines traveler sentiment, motivations & 

behaviors

• January 2015 (and some new June 2015 data!)



RESEARCH OVERVIEW: THE STATE OF THE INTERNATIONAL TRAVELER

• Online survey (in native language) of a random, 

representative sample of likely international 

travelers in 13 top feeder markets to the U.S.:

• Canada, Mexico, United Kingdom, Japan, Germany, 

Brazil, China, India, Korea, Australia, France, Italy, 

Russia

• 800+ surveys collected from likely international 

travelers in each country. Total sample=10,226

• Examines traveler sentiment, motivations & 

behaviors and tracks destination brand 

performance

• Conducted annually since 2014



TODAY

• Outlook for Travel

• Arizona in the Global Travel Market

• The Arizona-Oriented Traveler

• Travel Inspiration and Planning Behaviors



OUTLOOK FOR TRAVEL



Emerging Markets…

Burgeoning 

Growth

Across the globe

TRAVEL IS HOT



International 

Trips (Avg.)

Travel 

More

India 2.5 58.7% 

France 2.0 32.7% 

United Kingdom 1.9 32.2%

Russia 1.8 33.7% 

Canada 1.7 33.5% 

Germany 1.7 29.6% 

Italy 1.6 39.6% 

Mexico 1.5 61.0% 

China 1.5 68.4% 

Australia 1.4 33.4% 

South Korea 1.4 48.4% 

Brazil 1.3 66.4% 

Japan 1.3 24.4% 



Emerging Markets…

Burgeoning 

Growth



Intend to Travel More
TOP COUNTRIES

1. CHINA (68.4%)

2. BRAZIL (66.4%)

3. MEXICO (61.0%)

4. INDIA (58.7%)

BOTTOM COUNTRIES

1. FRANCE (32.7%)

2. UNITED KINGDOM (32.2%)

3. GERMANY (29.6%)

4. JAPAN (24.4%)

Intend to Spend More
TOP COUNTRIES

1. CHINA (65.0%)

2. INDIA (58.9%)

3. BRAZIL (58.8%)

4. SOUTH KOREA (52.5%)

BOTTOM COUNTRIES

1. ITALY (34.7%)

2. FRANCE (33.3%)

3. GERMANY (30.5%)

4. JAPAN (25.9%)



International Visitor Spending in the U.S. in 2014

$222 BILLION



TOP 

INTERNATIONAL 

FEEDER MARKETS:

CURRENCY 

AGAINST THE US 

DOLLAR



Annual International Travel Spending

2014 2015 

China $7,675 $6,070

Australia $6,466 $5,674

India $4,582 $5,451

South Korea $3,865 $4,190

Brazil $4,728 $3,990

United Kingdom $4,364 $3,684

France $3,134 $3,623

Canada $3,766 $3,592

Mexico $3,359 $3,397

Germany $3,246 $3,188

Japan $3,288 $3,157

Italy $3,187 $3,023

Russia N/A $2,437

(Average maximum likely to spend on international travel in the next 12 months)



Priority of International Travel Spending
(Percent saying international travel spending is “High” or “Extremely high” priority)



How are American Travelers feeling about travel right now?

Optimism and positivity 

continues to grow



Average Number of Leisure Trips Taken by 

American Travelers in the Past 12 Months

4.2



Now 

34.3%



Now 

35.0%













2008



$2.91 $3.05

$2.26

$2.99

33.0%

40.7%

33.7% 37.3%

Source: State of the American Traveler Survey, Destination Analysts, Inc.

Plans to travel more for leisure in next 12 months





Now 

23.2%



ARIZONA IN

THE GLOBAL TRAVEL MARKET





What are the three FOREIGN 

COUNTRIES that you would most 

like to visit in the NEXT TWELVE 

(12) MONTHS? 

(Write in up to three)

____________________

____________________

____________________



Most Desired Global Destinations: United States

2014 2015 Rank RANK

Mexico 39.7% 65.2% 1 #1

Brazil 50.1% 61.8% 1 #1

India 43.0% 56.1% 1 #1

Canada 45.5% 53.5% 1 #1

Japan 43.3% 47.1% 1 #1

United Kingdom 32.2% 44.3% 1 #1

South Korea 39.7% 43.6% 1 #1

Australia 32.1% 41.9% 1 #1

China 41.0% 41.5% 1 #1

Italy 18.2% 40.2% 3 #4

France 22.0% 31.5% 3 #3

Germany 12.9% 16.5% 4 #13

Russia N/A 8.5% 12 #4



Mexico
1. United States

2. France

3. Spain

4. Canada

5. Italy

6. Brazil

7. United Kingdom

8. Argentina

9. Germany

10. Cuba



What are the destinations you 

would most want to visit on your 

next vacation to the United States? 

(Write in up to five)

____________________

____________________

____________________

____________________

____________________





The Grand Canyon

Globally

6.3%
17TH

Domestically

6.4%
12TH

Similar to Hollywood; out performing 

New Orleans and Texas; performing 

behind Boston, Alaska and Orlando

Similar to Seattle; out performing 

Yellowstone and Denver; performing 

behind Boston and New Orleans



The Grand Canyon

Countries with Greatest Interest

United Kingdom
South Korea

Canada
Russia

Australia



Given what you currently 

know and feel about these 

destinations, please use the 

scale below to state how 

appealing each is to you as a 

place to visit on a vacation? 

(Select one)





Phoenix

Appeal (Top 2 Box Score)

Globally

33.5%

Domestically

33.9%
Similar to Atlantic City, Lake Tahoe, 

and Dallas

Similar to Anchorage, Chicago and 

Philadelphia



Phoenix

International markets that rate Phoenix 

highest for appeal

China
India
Brazil 

Mexico



Mexico
1. United States

2. France

3. Spain

4. Canada

5. Italy

6. Brazil

7. United Kingdom

8. Argentina

9. Germany

10. Cuba

16. Phoenix 22. Phoenix



Phoenix

Likelihood to Visit

Globally

11.5%

Domestically

17.4%
Next five years Next three years



Phoenix

International markets that are likeliest to visit

China
India

Mexico
Canada



Arizona

American Travelers: Likelihood to Visit (next three years)



Arizona

Domestic Markets Likeliest to Visit (States)

California
Florida
Illinois

New York



UP-CLOSE: 

THE ARIZONA-ORIENTED

TRAVELER



Arizona-Oriented Travelers

American travelers who have visited Arizona for leisure reasons in the past 3 years 

OR who say they are likely to visit Arizona for leisure in the upcoming three years.

26.7%



Arizona-Oriented Travelers—Demographic Profile



Arizona-Oriented Travelers—Psychographic Profile

Traveler Psychographic Intensity Index Score

ACTIVITY SEEKERS - Prefers active vacations

CONNECTIVITY - Connected during leisure travel and its planning

TRAVEL PLANNING INTENSITY - Intensively plans leisure travel

NATURE LOVERS - Desires rural over urban travel experiences

CULINARY INTEREST - Food & cuisine driven traveler

AUTHENTICITY - Wants the real destination vs. commercial tourism product

CULTURAL INTEREST - Wants to engage a destination's arts and culture assets

PRICE SENSITIVITY - Concern about pricing drive demand for leisure travel experiences

EXPLORATION HUNGRY - Gains pleasure from exploration while traveling





Arizona-Oriented Travelers—Psychographics:  Cultural Travelers

Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Culture Index

Less interest in culture -------------------------- More interest in culture



Use of Group Discount Websites

Prioritize learning as 
much as possible 

about the customs, 
traditions and history 

of my destination

Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Prioritize Learning about Culture
(% Likely or Extremely likely)

1

4

0% 20% 40% 60%

Not Arizona-
oriented

Arizona-oriented

30.0%

43.8%

Arizona-Oriented Travelers—Psychographics: Cultural Travelers



Use of Group Discount Websites

Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Visit art, cultural, natural history or science-related museums on leisure trips
(% Likely or Extremely likely)

1

4

0% 20%40%60%

Not Arizona-
oriented

Arizona-oriented

36.2%

53.1%

Arizona-Oriented Travelers—Psychographics: Cultural Travelers



Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Culinary Index

1

4

0 25 50 75 100

Not Arizona-oriented

Arizona-oriented

63.7

67.4

Less food-oriented -------------------------- More food-oriented

Arizona-Oriented Travelers—Psychographics: Culinary Interest



Desire new culinary 
experiences and food 

unique to the 
destination when 

traveling

Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Interest in Unique Food Experiences
(% Agree or Strongly Agree)

1

4

0% 20% 40% 60%

Arizona-…

Not Arizona-…

28.5%

39.1%Arizona-
Oriented

Not Arizona-
Oriented

Arizona-Oriented Travelers—Psychographics: Culinary Interest



Use of Group Discount Websites

Extensively research 
the restaurants prior 

to traveling

Base:  Arizona Oriented respondents, 539 completed surveys; Not 
Arizona Oriented respondents, 1,481 completed surveys

Culinary Travel Planners
(% Likely or Extremely likely)

1

4

0% 50%

Arizona-oriented

Not Arizona-oriented

26.5%

36.9%Arizona-OrientedArizona-Oriented

Not Arizona-Oriented

Arizona-Oriented Travelers—Psychographics:  Cultural Travelers



TRAVELER BEHAVIORS & 

PLANNING PREFERENCES



SOURCES OF DESTINATION INSPIRATION

0% 20% 40% 60% 80%

Movies

Travel agencies or tour operators

Offline Media—TV, printed newspapers, magazines, 

etc. 

Opinions of friends and relatives — via social media 

websites

Television

Online Media— Travel content found on the Internet 

Opinions of friends and relatives — in-person and/or 

through direct contact (email, text, etc)

11.4%

12.5%

19.9%

21.8%

23.2%

36.1%

59.2% 60.7%

54.1%

24.5%

28.8%

28.6%

14.8%

35.1%





DECIDING WHERE TO GO—FIRST ACTIONS

Millennials: 

1. Perform 

Searches on 

Search 

Engines

2. Talk 

to/Text/Email 

People I Know

3. Watch Videos 

Online

GenX: 

1. Perform 

Searches on 

Search 

Engines

2. Talk 

to/Text/Email 

People I Know

3. Read Articles

Baby Boomers: 

1. Perform 

Searches on 

Search 

Engines

2. Research 

Pricing

3. Talk 

to/Text/Email 

People I Know



Content that Drives 

Destination Decision



Where Will I Sleep?

What Will I Eat?

Will I Be Safe?

What Will I See & Do?





Content Preferences: Millennials vs Boomers

Historical Attractions 19.8% 35.6%

Entertainment/Events/Shows 33.0% 24.0%

Off-the-Beaten-Path Attractions 10.0% 19.3%

Ideas for Adventurous Travel 16.2% 5.0%



International Travelers Content Desires

Phoenix

HOTELS

HOW TO GET AROUND

ICONIC ATTRACTIONS

RESTAURANTS

SHOPPING

Grand Canyon

HOTELS

HOW TO GET AROUND

NATIONAL PARKS

HISTORICAL ATTRACTIONS



Arizona’s Iconic American Experiences

Route 66

ITALY

GERMANY

MLB

SOUTH KOREA

NFL

MEXICO

NBA

SOUTH KOREA

CHINA







Now 

48.1%



AMERICAN TRAVELERS ON SOCIAL MEDIA

0% 20% 40% 60% 80%

Flickr

Google Plus+

LinkedIn

Instagram

Pinterest

Twitter

YouTube

Facebook

1.8%

14.3%

15.9%

16.9%

18.9%

26.2%

38.4%

78.0%

Q: Which of these 

social media 

services do you 

regularly use?



AMERICAN TRAVELERS ON SOCIAL MEDIA

Q: In the past 12 months, 

which of the following have 

you done while on (or 

planning) a leisure trip? 

(Select all that apply)

0% 20% 40% 60%

Tweeted to ask for recommendations
and/or advice

Snapped a QR code to get more
information

Used Facebook post(s) to ask for
recommendations and/or advice

Checked into a place (FourSquare,
Facebook, Gowalla, etc.)

Taken laptop computer with me
when I traveled

4.3%

8.2%

18.4%

24.4%

57.9%



“The 
SmartPhone is 

the defining 
Technology of 

our Age”

THE ECONOMIST FEB. 28TH 2015



12,000x
Increase in Mobile 
Data Speeds Since 
2005



99.6%
In the last 10 
years the average 
cost of 1 MB of 
mobile data has 
declined from $8 
to a few cents



USED MOBILE PHONE TO PLAN TRAVEL USED TABLET TO PLAN TRAVEL



Over 50% of Likely International Travelers Will Bring 

a Smartphone on Their Trip to the United States















Thank You, Arizona Tourism Community!

@DA_Research |@ErinCummings31
erin@destinationanalysts.com


